Today, people are increasingly aware of the importance of environmental conservation. This is because of the great concern about the possibility of natural disaster that threatens, not only health but also the survival of human and its descendants. Scientists and environmentalists have pointed some evidence concerning that issue, one of which is the phenomenon of the thinner ozone layer which can lead to skin cancer, global climate change, and also global warming. Those reasons, of course, strengthen the worry of the society. Besides that, there is another big problem which is the increasing amount of, mostly, waste that cannot be recycled (Wibowo, 2002) .
Marketers' attention on the environment is increasing as environmental issues begin to emerge. This phenomenon is marked by the implementation of international environmental standards or better known as ISO-14000. ISO-14000 is an environmental management system that can provide assurance to producers and consumers that when the system is implemented, the goods produced/consumed either in the form of waste, used products, or even the service has undergone various processes that consider the efforts and rules of environmental management.
The environmental issues which are discussed in developed countries have been developed and started since the 1990s. Currently, consumer buying behavior and habits are directed at the issue of environmental preservation. The polling in the United States has consistently shown that most of the US population reflects themselves as an environmentalist (Shrum, 2005) . In 2004, an advertising agency conducted another poll which showed the fact that from 82% respondents, at least 5% of them are willing to pay more for eco-friendly products, the percentage has increased by about 49% compared to previous year. A study by Shrum (2005) also showed the results from the research of Advertising Age magazine that 70% of all respondents stated that their decisions to purchase a regular brand or product have been influenced by eco-friendly messages on labels, advertising, packaging, and green marketing strategy applied by the company.
Consumer awareness of the environment increasingly raises a change in the pattern of buying behavior. In the selection of products, consumers tend to be more sensitive. They tend to choose environmentally friendly products offered by marketers--the situation that eventually sparked the so-called green consumerism. Green consumerism is a sustainable global consumerism movement which begins with the emergence of consumer awareness towards the environment and its rights to obtain such safe, feasible, and environmentally friendly products.
The desired product is not a product that is literally in green, but a product that can reduce the impact of the potential damage. The research conducted by Ferry (2011) has shown that green consumers have a strong believe towards the current worsening environmental conditions so that it becomes the attention of all people thus it affected the needs and desires in making purchases also the willingness to pay more for products that are environmentally friendly. This factor is known as the severity of environmental problems. The company starts to implement strategies on the application of environmental issues in line with the emergence of public awareness towards environmental concerns, which then called as a green marketing strategy.
The advanced development of cosmetics business provides a great opportunity to companies who want and have not entered the cosmetics industry sector. Indonesian Cosmetics Association (Persatuan Kosmetik Indonesia or Petosmi) states that each month the earned cosmetic sales for large-scale companies could reach for about IDR 40 billion (Darmadji, 2008) . By that, it can be concluded that the use of cosmetics in Indonesia is quite large and those cosmetics become a must-have item for women in general.
The Body Shop is one of the famous companies engaged in the skincare industry and is a pioneer company in implementing a green marketing strategy. According to Ferrinadewi (2005) , cosmetics are unique; besides it acts as basic needs (especially women), this item is also a means for consumers to clarify their identity in the community. In addition to that, cosmetics actually have a risk of usage that needs to be concerned because there is some content of chemicals which do not always give the same effect on every consumer.
Consumers are faced with a wide selection of cosmetics that frequently confuse them to make a decision. Choosing the wrong products can be a fatal to our skin and face even health. The Body Shop offers different things that are products with environmentally friendly materials, natural, and no animal testing. Environmentally friendly is a basic principle of The Body Shop that is owned from the beginning and, from there, came the ideas to recharge, reuse, and recycle something they can reuse. The magnitude of the business role acts as a determinant of the direction of change that is reflected in the emergence of triple bottom lines approach that leads to the success of a business. The approach is derived from the three supporting pillars such as profit, people, and the planet. So, profit is not the only source of energy for a company's survival (Haryadi, 2009) .
Without the planet (environmental aspect) and the people (social aspect), a company will find it difficult to stay victorious in the long run. It must be acknowledged that this approach still has to undergo a long journey and in-depth research to become a business ethic in all companies. Therefore, Anita Roddick, the founder of The Body Shop, explains The Body Shop's work to run its business by using the principle of triple bottom lines in which it is an example of business as unusual.
One of the things that trigger the company in implementing green marketing strategy is the motivation of ecological responsibility and environmental damage which often become the spotlight in the mass media (Dhuha, 2013) . Green marketing is an aspect of corporate environmental responsibility, as for example, reprocess the exploited mining land which can then become a green area, produce eco-friendly products, use recycled packaging products as well as manage office paper waste in large quantities that can be reused creatively and innovatively. Ecologically, this has a purpose as an effort in the company's concern for environmental responsibility.
Based on the phenomenon which has been mentioned above, green marketing is a strategy done by the company which will create customer's purchase intention based on corporate social responsibility and brand image. Green marketing has a significant effect on corporate social responsibility (Eunju et al., 2013; Punitha and Rasdi, 2013) . This means that company's green marketing strategy has a major impact on corporate social responsibility. The company's green marketing is reflected in corporate social responsibility as a way to protect the environment. A green marketing company can also serve as a tool in implementing corporate social responsibility (Punitha and Rasdi, 2013) . in his research mentioned that corporate social responsibility gives a significant effect on purchase intention which means that if consumers have a high perception of corporate social responsibility, consumers will have high purchase intentions.
Corporate social responsibility is an issue that is dynamic, broad, and influence the interests of various parties (Hartono, 2012) . That is a business commitment that contributes to sustainable economic development in cooperation with employees, employee families, stakeholders, and the whole community in order to improve the life quality. This is done by implementing and generating business that based on sincere intentions to make a positive contribution to stakeholders.
However, corporate social responsibility activities cannot always get a positive response from the investor's point of view. Corporate social responsibility activities are often not favored by investors, they argue that the company will need a cost to conducting such kind of activities because it can reduce corporate income. It cannot be denied because the company must prepare some funds to conduct corporate social responsibility activities so that the cost incurred by the company will increase. Nevertheless, long-term corporate social responsibility activities undertaken by the company can improve a good image in the eyes of consumers because they receive the direct effects of corporate social responsibility activities so that it can increase the sales and accompanied by the increased corporate income. Li et al. (2013) believed that corporate social responsibility has a significant effect on brand image. This means that when a company conducts corporate social responsibility activities, the perceptions given by society to the company will have an impact on the brand image. There is a research that says green marketing has a significant influence on the brand image (Lymperopoulos et al., 2012) . The research explains that companies that implement green marketing and can meet the needs of their customers' green products are likely to have a good environmental reputation and good performance in line with environmental management and green innovation.
Similarly, Chih-ching et al. (2013) stated that brand image as a set of consumer perceptions toward environmental commitment and environmental awareness that has been done by the company in green marketing activities, thus it can convince customers about the image of a brand. The brand image refers to the brand characteristic features that form the community impression. The brand image reflects the brand's evaluation, strength, and essence so that it is important for the company to maintain its image. Chih-ching et al. (2013) also mentioned in his research that brand image has a significant influence on purchase intention. This means that the higher the image of a brand in consumer's mind, the higher the purchase intention.
There is a renewal in this study that is adding the relationship between corporate social responsibility and purchase intention. The update is based on the research conducted by Semuel and Chandra (2014) and . wrote that corporate social responsibility has a significant influence on purchase intention which means that when consumers have a high perception of corporate social responsibility then consumers will also have a high purchase intention. While on the other hand, the research conducted by Semuel and Chandra (2014) described that corporate social responsibility has no significant effect on purchase intention.
Various studies presented above can be discussed in current research on the impact of green marketing through corporate social responsibility and brand image towards purchase intention. The research conducted by Eunju et al. (2013) indicates that green marketing strategy has significant influence to corporate social responsibility, and brand image and corporate reputation have significant influence to purchase intention. Eunju et al. (2013) proved that consumers feeling towards company's green marketing will enhance corporate social responsibility, brand image, and corporate reputation as the overall identity in relation to environmentally friendly products. In addition, good brand image and corporate reputation will increase the consumer's purchase intention. Understanding the effectiveness of green marketing can help consumers to have a strong belief in the company about environmentally friendly products, and ultimately help to achieve good business performance (Eunju et al., 2013) .
This research is a development of some previous research that has been mentioned above, with the title: " 
METHODS OF RESEARCH
This research used a positivism paradigm with the quantitative approach in its implementation. Sugiyono (2013) mentioned that by using a quantitative approach, it will emphasize his analysis on numerical data or numbers processed with statistics. This quantitative approach is made in inferential research (in the purpose of hypothesis testing) and to derive a conclusion to an error probability of the rejection of the null hypothesis. Based on the use of quantitative approach, the significance of the relationship between variables or the significance of group differences in the research model can be obtained.
The research took place at The Body Shop Malang which is located at Olympic Garden Mall (MOG) 2nd floor and Malang Town Square (Matos) 1st floor because both locations are The Body Shop outlet location in Malang. The study was conducted in October 2016.
The population used in this research was the customer of The Body Shop in Malang. If the population comes out in a large number and the researcher has limitations to reach the entire population, the sampling was necessary to be done. In this case, the researcher needs to do the sampling that will be used in the research (Neolaka, 2014) . Therefore, in this study, part of the population was determined by taking samples in order to facilitate the research.
The sample in this study was the customers who came to The Body Shop outlets in Malang. In this research, purposive sampling was used as the sampling technique. Purposive sampling is a sampling of a group on a certain target which then able to meet the criteria and provide information determined by the researcher or selected in accordance with the objectives or developed research problems (Ferdinand, 2014) .
Sample criteria that are used in this research were: 1. The respondent must be seventeen years old and older (>17 years). The age is based on the Law No. 23 of 2002 on Child Protection, it is an age that is no longer categorized as children, or in other words, has entered the adult age. This age becomes a potential consumer of The Body Shop products. 2. Have purchase The Body Shop products at least 1 time. Sugiyono (2013) proposed that a primary data is obtained from the first source, either from individuals such as the results of questionnaires or from the interview done by researchers. The collected primary data, specifically, is used to answer the study.
The primary data in this study was obtained by distributing questionnaires on respondents to know the opinions about the influence of green marketing towards purchase intention through corporate social responsibility and brand image. This can be said that the primary data in this research was derived from questionnaires. The collection of the primary data to 80 respondents was distributed directly to the respondents in the sample research.
On the one hand, the collection method used for primary data was a survey method with a questionnaire. This questionnaire was intended only for The Body Shop customers that come to outlets and meet the sample criteria (aged 17 years and older).
The Variable Measurement Techniques in this study was carried out by using questionnaires that contain questions and provide responses by choosing one of the appropriate answers. The quantitative questionnaires were presented by using a litkert scale from 1 to 5, where: 1). Strongly disagree 2). Disagree 3). Neutral 4). Agree and 5). Strongly agree. The analysis of the data was conducted by using Smart-PLS 3.0.
RESULTS AND DISCUSSION
Research Instruments Test. Convergent validity aims to determine the validity of the relationship between indicators with latent variables. Convergent validity is known through loading factor. An instrument is said to meet the convergent validity test if the loading factor value is >0,70 so that the indicator or item is declared valid (Abdillah and Jogiyanto, 2015) . It is known that all indicators which measure the variables of green marketing, corporate social responsibility, brand image, and purchase intention are greater than 0,7. Thus, the indicators in this study are valid to measure the variables. In the table above, we can see the convergent validity test results. Convergent validity can be seen through the loading factor and can be known through Average Variance Extracted (AVE). An instrument is said to meet the convergent validity test if it has an Average Variance Extracted (AVE) above 0,5.
The calculations that can be used to test the construct reliability are Cronbach alpha and composite reliability. The test criteria state that if the composite reliability is greater than 0,7 and the Cronbach alpha is greater than 0,6, then the construct is declared reliable.
The results of composite reliability and Cronbach alpha can be seen in the following table: Partial Least Square (PLS) Analysis. The goodness of fit model is used to know the ability of an endogenous variable to explain the diversity of exogenous variables, or in other words, to know the contribution of exogenous variables to endogenous variables. The goodness of fit model in PLS analysis is done by using s Q-Square predictive relevance (Q2). The goodness of fit model has been summarized in the Table 4 .
The significance test is used to test whether the exogenous variables are influenced by endogenous variables. The test criteria state that if the value of T-statistics ≥ T-table (1, 96) , then there is a significant influence of exogenous variables to endogenous variables. The results of significance test can be known through the Table 5 . The test of mediation properties is to determine the direct influence of independent variables on the dependent variable. VAF value above 80% indicates the role of VAF as a full mediation, whereas VAF ranging from 20% to 80% are categorized as partial mediation, and if the VAF value is less than 20%, there is no mediation effect (Hair et al. 2013 ). The test results of Mediation Properties can be seen in Table 6 .
CONCLUSION
Based on the problem formulation, the purpose and discussion in this research concerning the Switching Behavior influenced by Customer Satisfaction either directly or indirectly through Service Quality, Financial Considerations, and Convenience variables can be concluded as follows:
The majority of customers agree that the increased green marketing strategy will affect the improvement of corporate social responsibility activities conducted by The Body Shop company. Respondents agreed that the increased strategy of green marketing will enhance corporate social responsibility by The Body Shop. The assessment is based on the selling of The Body Shop eco-friendly products and recyclable packaging products, and the implementation of social activities with environmental themes so that customers can experience corporate social responsibility from The Body Shop.
Based on the results of the respondents' characteristics, it shows that most of The Body Shop customers are women. This is because the segment of The Body Shop products is women due to the products sold are facial beauty product up to body product. Women tend to be picky in determining or purchasing their beauty products. They prefer such kind of safe products and even a few who choose the products because the materials are natural ingredients.
It is proven that increasing sales of the brand in eco-friendly products is appropriate to be implemented by The Body Shop. Thus, the green marketing strategy which should be done is by increasing the sales of environmentally friendly products with environmental messages delivered on almost every product. Customers are concerned about the potential environmental impacts when someone consumes or uses the product. By that, a green marketing strategy in here brings a positive thing to be done.
The appropriate corporate social responsibility for The Body Shop is a contribution to community development. What is meant by contribution in here is that The Body Shop invites the community to take care of the environment? One simple thing that could be done is to invite customers to collect the packaging of The Body Shop ex-products that can be redeemed for certain discounts to buy new products.
In addition to that, The Body Shop also perform other social actions such as: "Choose Positive Energy" in cooperation with Greenpeace to campaign a renewable energy. More than 6 million people signed this petition (in 2000); "Get Lippy: Prevent HIV" in collaboration with MTV International to raise the awareness about HIV and AIDS (in 2008); "Stop The Trafficking of Children & Young People" was the biggest campaign ever conducted (in 2009); "Be An Activist", to celebrate 3 (three) years partnership with UNAIDS (in 2010); and so forth.
The results of the descriptive analysis for the average of corporate social responsibility variables show that corporate social responsibility is able to make the customer feel the impact of corporate social responsibility activities conducted by The Body Shop. The customer feels that the social programs can create a wide scope of positive impacts so that purchasing The Body Shop products would generate its own benefits. The results of the descriptive analysis for the average of corporate social responsibility variables also indicate that the customer agrees if the improvement of corporate social responsibility activities can influence the increase of customer purchase intention.
The descriptive analysis of respondents shows that the improvement of corporate social responsibility programs will be proportional to the customer perception of The Body Shop brand image. The average value of one of the contributing items to the social environment is spelled out in the corporate social responsibility activities that have been done, one of which was in 2000 with the theme "Choose Positive Energy" in collaboration with Greenpeace to campaign such renewable energy.
All indicators are pointed to corporate social responsibility variables and, averagely, the brand image seems to receive a good assessment from the respondents. Thus, they agree that customers will have a good brand image of The Body Shop in correlation with corporate social responsibility programs. The results of the above explanation proved that the increase in corporate social responsibility can improve the brand image of The Body Shop in the customer's perspective.
The brand image of The Body Shop in the customer's perspective will appear when customers know about the company's positive actions, one of which is a green marketing strategy. Green marketing strategy is shown by one of the indicators that are an eco-friendly distribution which explains that The Body Shop sells environmentally friendly products. This points out that the use of The Body Shop products will not have an impact on environmental degradation.
The most influential brand image, in that case, is about the performance of The Body Shop. The Body Shop is more durable than similar products from other similar companies. Good performance can improve good perception from the customer side in which it makes customers believe that The Body Shop has a good brand image.
Based on the descriptive analysis of the respondents' characteristics above, it shows that the average age of The Body Shop consumers is between 17 to 25 years old. In general, an individual buys cosmetic products to support its appearance. Adolescence and adulthood are seemed to extremely keep their appearance and maintain the image of the products used. The Body Shop sells such kind of environmentally friendly products, recycled packaging materials, and plant-based ingredients so that it would not have an impact on environmental degradation.
Customers require beauty and care products that are safe for the face and body. Because beauty and health is a valuable asset for everyone. Customers require an evidence that cosmetic products and treatments are completely safe. Therefore, the Body Shop has obtained the ISO 14000 environmental certificate. It shows that The Body Shop has an environmental management system that can provide assurance (evidence) to producers and consumers. So, along with the application of the system either the used products or the produced/consumed products (waste and its services) have gone through a process that considers environmental management measures or rules.
Thus, customers will feel safe when consuming The Body Shop products because it has been proven to obtain ISO 14000 so that customers could know that The Body Shop has a good brand image. This thing that will deliver the impact on the enhancement of customer's purchase intention of The Body Shop products. All the indicators that lead to brand image and purchase intention on average will receive a good assessment from the respondents so that they will feel to increase the product sales in accordance with a good brand image that is given by The Body Shop.
It shows that customers remain loyal to buy The Body Shop products even though there are same quality products at other stores. This indicates that customers feel that the image of The Body Shop is able to increase the purchase intention because it has been proven that customers remain loyal to shop at The Body Shop.
The majority of the customers agree that rising green marketing strategies will have an impact on the improvement of various purchase intention activities from The Body Shop company. It is shown from the analysis that the customers agree that an increased green marketing strategy will increase purchase intention.
Moreover, the analysis shows that customers remain loyal to buy The Body Shop products despite the same quality products at other stores. It shows that customers feel that the image of The Body Shop is able to increase customer's purchase intention. It is proven that customers remain loyal to shop at The Body Shop outlets.
Green marketing has an influence on purchase intention through corporate social responsibility as supported by the result of VAF calculation by 0,614. The result is greater than the VAF calculation result in regard to green marketing that has a significant effect on purchase intention through brand image by 0,377. So that the effect of green marketing to increase purchase intention through the activities of corporate social responsibility by The Body Shop is proven to be more effective than the influence of green marketing to increase purchase intention through consumer perception about the brand image of The Body Shop. describe corporate social responsibility as a commitment of the company in an effort to meet the moral norms, economic development contributions, as well as an improved life quality for employees and the entire community. Kotler (2007) has suggested some of the reasons about the importance of corporate social responsibility activities. Corporate social responsibility can build brand positioning, increase sales, expand market share, increase employee loyalty, and increase the attractiveness of corporate investors. This can be said that the increased green marketing strategy elaborated through corporate social responsibility activities can increase purchase intention of The Body Shop products. 8. The descriptive analysis results of the respondents' characteristics indicate that the majority of respondents who used The Body Shop products has a bachelor degree. It can be concluded that the average consumer of The Body Shop is a consumer with an undergraduate education level. Consumers with higher education level (undergraduate) tend to choose a product in a rational way by observing the image of the product used/consumed.
Green marketing has an influence on purchase intention through brand image. This is proven by VAF calculation (0,377). The results are known to be smaller than the VAF calculation in regard to green marketing that has a significant effect on purchase intention through corporate social responsibility by 0,614. By that, the effect of green marketing to increase purchase intention through consumer perceptions about the brand image of The Body Shop products can be said to be more effective than the influence of green marketing to increase purchase intention through the activities of corporate social responsibility.
Research Limitations. This study was implemented through several steps that are required in scientific research and through repeated refinement process. However, in this study, there are limitations to the study which could be enhanced in future research. The limitations of this study are the variables which had an influence on purchase intention so that it needs to be reconsidered for the use of other variables such as brand equity and corporate reputation.
Currently, the income levels of the respondents in this study are unknown so that the research finding is not able to describe the characteristics to choose the products based on income. The study was carried out only on those customers who came to The Body Shop outlets in Malang. So, the generalizability of the findings is limited in the area of the research.
